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Welcomel! A Tale of Two Projects
A comparison of a drilled shaft project and a helical pier project

This newsletter is to inform _ : . : : :
It is the slower and more complicated of times. It is the faster and easier of times.

and educate all those who

have an interest in Earth In Fort Collins, Colorado, two construction projects are currently underway. Each
Contact Products line of project will result in combination 3 or 4 story retail/residential structures. The
steel foundation products. projects were started nearly simul-

Inside you will ynd a case taneously, and they are situated
study from one of our in- only about three football yelds
stallers in Utah. The job apart from one another - close

required ninety-seven ECP enough to stand at one site and
. see the equipment on the other
Model 350 Steel Piers™

) site. Judging from the size of the -~ =
driven to average depth of footprints at each site, the structures will be similar in size, and the approved plans
29 ft. to raise the building indicate they will have similar structure loads. So what makes these two projects
back to it's original height. different? Well, the deep foundation solution for the yrst project is drilled shafts,
Our “Business Center” while the deep foundation solution chosen for second project is helical piers.
section is ylled with market- The ;st proj_ect (let's cqll it “The Shaft _Project”) is a typical_ drilleq shaft projec_t.
ing hints to help generate The jobsite is characterized by many pieces of equipment including a large drill
rig, a concrete pump, an excavator, a large dump truck, large numbers of la-
sales and ma_ke your staff borers, literally tons of rebar, and even more laborers assembling rebar cages.
more productive. Also, we There are typically a slew of things happening all at once. The drill rig is augur-
will provide you with insur- ing 24" & 36" diameter, 20’ deep shafts. Did | mention there is ground water at
ance advice and other in- - Continued on Page 5

dustry speciyc information.
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Earth Contact Products will be “The Very Best” manufacturer in our industry by
providing quality products and services in a timely manner at a competitive price.
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A Prospects Perspective: 4 Keys

There is nothing more important in our business than closing sales.
Salespeople are always hungry for new ways to create value and close
more sales. Our job is to give these salespeople the essential keys to
success so that they can translate value in a way that not only makes
sense to prospects, but also motivates them to buy now.

Adding value has 4 Essential Keys

1). Return on Investment

Numbers don't lie. Nothing makes a stronger case for value than break-
ing down your offer in terms of beneyts. Leading salespeople look at all
possible ways the prospect can beneyt (e.g. little disturbance to site,
higher capacities, veriyable capacity, quality of installation, ect.)

2). Make it Visual

Pictures and graphics can increase the persuasiveness of a presenta-
tion as much as 47%. Numbers and statistics are much more compel-
ling when graphics are involved, and the likely hood of your prospect
grasping and retaining what you are saying will increase greatly.
PowerPoint and hard copy graphics take more time and effort to create,
but the increase in closings will offset these efforts. Once you have de-
veloped your template for key advantages and statistics simply plug in
numbers to create updated charts and quotes for new presentations.

3). Differentiate your Products
Odds are your prospects’ decision will hinge on two things:
* What you can offer that your competitors cannot
* How effective your company is at solving their problem

Top salespeople focus on beneyts that are exclusive to their company
and translate those beneyts in a way that creates an urgency to buy and
explains everything in terms of how it will satisfy their needs.

Too often salespeople say all of the right things, but fail to communicate
why the prospect needs their products or services now. The resulting
stall puts the sale on the back burner until they are compelled to buy.

4). Focus on the Customer
Prospects are only interested in how your products and services can
beneyt them.

« Create a list of your biggest selling points

A Create a list if how each point beneyts the prospect

With these lists, you will maximize the impact of each presentation, and
create an urgency to buy, The most important question any salesperson
has to answer is, why does a prospect need to purchase my product?
By implementing, the 4 essential keys of adding value to every presen-
tation your salespeople will close more sales creating more proyt.

Info: “Your Value Proposition- Creating an Impact”, by Tom Sant

Foundation Industry Upcoming Events:

ECP Seminar
World of Concrete
Las Vegas, NV
January 21, 2008

DFI: 32nd Annual Conference on
Deep Foundations

The Broadmoor

Colorado Springs, CO

October 11-13, 2007

DFI: Helical Foundation and
Tieback Specialty Seminar
New Orleans, LA

November 16, 2007

World of Concrete

Las Vegas Convention Ctr.
Las Vegas, NV

January 22-25, 2007
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